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L i f e s t y l e S e g m e n t a t i o n 
EXECUTIVE SUMMARY 
In order to gain greater insight into female fashion purchase behaviour in Hong 
Kong, a lifestyle segmentation study was performed. A questionnaire survey was used 
and the data collected were factor analyzed and cluster analyzed. Four resulting clusters 
with distinctive general lifestyle characteristics and fashion specific attitudinal 
characteristics were identified based on ten factors sorted out in the study. These 
clusters are Followers (27.6% of total sample), Leaders (10.4% of total sample), Realists 
(50.7% of total sample), and Uninvolved (11.2% of total sample). Nine out of ten 
factors were found to be statistically different among the clusters. Factor V, challenge 
seeking, was found insignificant in difference across the clusters. 
However, demographics were found to be relatively unimportant in segmenting 
the market. In agreement with prior studies, this study revealed that only marital status 
and family size were significantly different among all clusters. 
With the associated distinctive characteristics of the clusters, marketers can target 
their merchandise more specifically and tailor their promotional campaigns to satisfy 
consumers' diverse needs. 
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Lifestyle Segmentation of Females 
in Fashion Purchase Behaviour 
L INTRODUCTION 
Together with the prosperity of Hong Kong, the purchasing power of people has also 
been skyrocketing in such a way that Hong Kong's clothing imports on a per capita basis is 
ranked as the highest in the world. Females have long been regarded as the ones most 
concerned about appearance, and are the major target of marketers in many consumer 
goods industries. Fashion is one of the categories in which tremendous brands are 
combating with each other in snapping the money out of consumers’ pockets. Brands of 
local production and imports accounted for half of the total local consumption. Between 
January and September 1989，the imports of female outergarments totalled HK$426.4 
million. 
Faced with such an attractive but competitive market, retailers have to try their best 
to meet the changing needs of the customers in order to retain their loyalty. With 
increasing consumerism and uprising taste in fashion, females become more sensitive to the 
subtle differences in design, style, colour and taste in western clothing. Hence, to get 
themselves familiarized with the distinctive consumer behaviour of females has become one 
of the major objectives for retailers in Hong Kong. However, until recently, there has not 
been any systematic study of fashion behaviour in Hong Kong. This study is thus aimed to 
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perform an exploratory study on the general lifestyle characteristics and the specific fashion-
related attitudinal characteristics of distinctive segments identified in the study. It is hoped 
that this study can give a preliminary insight about the female fashion market in Hong Kong 
and can arouse the interest of other participants in providing more comprehensive 
investigations in the future. 
I 
I, 
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IL RESEARCH RATIONALE 
A. Statement of the problem 
An exploratory study to find the general consumption patterns and behaviour of 
females on fashion by segmenting them in terms of demographics, psychographics and 
attitudinal factors. 
B. Programme strategy 
I 
The purpose for conducting this study is to provide the basis upon which fashiori' 
retailers and importers can develop or fine-tune their market penetration strategies to 
satisfy the distinctive needs of various segments. 
C. Assumptions and hypothesis 
The research will be carried out with the following underlying assumptions: 
1) The female fashion shopper is defined as one who has the ability to 
purchase her own clothes, and will be aware of her appearance. Thus, the 
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population size is limited to the ages of 15 (one who has the right and 
ability to make her own choice) to 55 (one who is retired and thus no 
longer needs to pay much attention to her appearance). 
2) All females within the above age range are under the influence of fashions 
and fads, regardless of whether or not they follow these fashions. 
3) These females are frequent purchasers and their shopping is aligned with 
their needs and tastes. 
The hypothesis of the research is: 
i, 
Female shoppers will purchase their clothes based upon their different 
personal attitudinal, demographic, and psychographic factors, and can be 
categorized into several distinctive segments using the above factors. 
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D. Target population 
As the main emphasis of the research is on the behaviour of the female fashion 
shoppers, all females, regardless of job, income level and education level received, within 
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HI, LITERATURE REVIEW 
A. Segmentation 
Market segmentation has long been considered one of the most fundamental 
concepts of modern marketing. More than 35 years since the pioneering article by 
Wendell Smith (1957), segmentation has become a dominant concept and being one of 
the major ways of operationalizing the marketing concept. It provides guidelines for a 
firm's marketing strategy and resource allocation among markets and products. The 
practical importance of this kind of research is reflected in the marketing literature 
(Blattberg & Sen 1974) and the actual practice of firms which often undertake ' 
» 
segmentation studies and rely, at least to some extent, on the findings in their 
development and evaluation of marketing strategies (Evans 1989). 
Examining the current state of the real world segmentation studies, they have 
followed one of two prototypical research patterns (Wind 1978): 
1) An a priori segmentation design in which management decides on a basis for 
segmentation such as product purchase, loyalty, consumer type, or other factors. 
4 
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2) A clustering - based segmentation design in which segments are determined on 
the basis of a clustering of respondents on a set of "relevant" variables. Benefit, need, 
and attitude segmentation are examples of this type of approach. 
Diverse criteria are employed for evaluating alternative approaches to 
segmentation. The most commonly used criterion is the mean usage rate across 
segments (Bass, Tigert & Lonsdale 1968). 
However, according to Blattberg & Sen (1974), the primary criterion should be 
the degree to which the segments are likely to exhibit different responses to marketing 
variables, while the secondary criterion should be the degree to which the segments are 
likely to be identifiable in terms of attitudes toward product attributes and demographic . 
characteristics such as age and income. 
Major segmentation approaches available in the literature are briefly described 
and evaluated below (Blattberg & Sen 1974): 
1) Customer characteristic segmentation (Frank & Massy 1965): 
This approach defines customer segments in terms of customer characteristics 
(e.g., family with three children and an annual income less than $100,000) and then 
searches for differences in the purchasing behaviour of the segments. 
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2) Attribute segmentation (Haley 1968): 
Segments are defined in terms of differences in attitudes toward product attributes 
or benefits, followed by a search for variables (e.g., demographic characteristics) that can 
explain these differences. 
3) Purchasing behavior segmentation (Frank & Massy 1965) and (Lessig & 
Tollefson 1971): 
In this approach, segments are defined in terms of a single or multiple dimensions 
of purchasing behaviour, e.g., brand loyalty, store loyalty, and the level and rate of 
purchases. , 
I, 
4) Consumer characteristics - Purchasing behaviour segmentation (Frank & Strain 
1972): 
This approach defines segments in terms of consumer scores obtained by a linear 
combination of several consumer characteristic (demographic as well as psychographic) 
variables. 
^ 
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5) Perceptual mapping segmentation (Green & Rao 1972): 
The approach defines segments in terms of consumers with similar perceptual maps 
and similar ideal points. A perceptual map consists of the customer's perceived locations 
of several brands on an n-dimensional product-attribute space. 
Hence, different segmentation approaches exist for different purposes of information 
usage. However, each of the five major segmentation approaches available in the literature 
has certain significant disadvantages (Blattberg & Sen 1974). Thus, a new approach is then 
raised by Blattberg & Sen (1974); for details refer to his article. 
B. Lifestyle 
•i. 
Traditionally, marketing researchers have used demographic and socioeconomic data 
to develop market segments and predict the market behaviour of individuals. 
Disenchantment with 'pure' demographic analysis led to the investigation of the concept of 
life cycle. This exploration (Gubar 1971) has shown that for various sets of products and 
services, a household's stage in its life cycle is a better predictor of ownership or use than 
‘straight, demographics alone. 
However, even life cycle data cannot explain why two households with identical 
demographic profiles can exhibit radically different behaviour in the marketplace. To this 
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end, researchers have examined the role of various life style variables in the marketing 
process. The concept of life style patterns and its relationship to marketing was introduced 
in 1963 by William Lazer. He defined life style patterns as "a systems concept. It refers to 
the distinctive or characteristic mode of living, in its aggregate It embodies the patterns 
that develop and emerge from the dynamics of living in a society." (Lazer 1963, p. 140 -
151). 
Studying the total pattern of activities and attitudes related to consumer behaviour 
constitutes the bulk of what has been alternately labeled ‘lifestyle’ or ‘psychographic’ 
research. Attitudes are learned, enduring predispositions to act. They are evaluative and 
usually directed towards some object, person or group. They include perceptual, affective, 
and behavioral elements (Hustad & Pessemier 1974). Although not directly observable, 
>. 
attitudes such as beliefs, values, motives, interests, preferences and intentions may be 
indirectly measured. On the contrary, activities are manifest actions. Unlike attitudes, these 
acts are usually observable, at least in principle. Psychographic research implies a broad 
range of general psychological and personality measures. Life style research devotes less 
attention to these variables, puts more emphasis on attitudes and activities, and also 
examines ‘state，variables that cannot be classified as either attitudes or activities. State 
variables may include membership in social organizations, the quantity and type of goods 
owned, and the like. 
4 
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Since 1963, methods of measuring life style patterns and their relationship to 
consumer behaviour have been developed and refined. The most widely used approach 
to life style measurement has been AIO (Activities, Interests, and Opinions) rating 
statements (Wells & Tigert 1971). 
C. Lifestyle segmentation 
Lifestyle is used to segment the marketplace because it provides a broad, everyday 
view of consumers. When combined with the theory of typologies and clustering 
methods, lifestyle segmentation can generate identifiable whole persons rather than 
isolated fragments (Plummer 1974). Lifestyle segmentation begins with people instead 
I 
of products and classifies them into different lifestyle types, each characterized by a, 
unique style of living based on a wide range of activities, interests, and opinions. 
The analytical procedure of relating the lifestyle segments to a particular market 
is a two-step process (Plummer 1974): 
1) Selection of the important segments by examining several product dimensions: 
a) usage of the category 
b) frequency of usage 
c) brand usage and brand share 
d) product attributes and usage pattern 
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2) Define and describe the target customer segment in more depth and with more 
understanding of "why". 
By employing these procedures, lifestyle research may produce many benefits 
(Plummer 1974): 
1) Definition of the key target for marketing. 
Lifestyle segmentation provides a redefinition of the key target. Instead of 
defining the target in demographic terms or in product usage terms, it demonstrates the 
diversity of those definitions, helps gather them up, and provides new definitions. , 
I, 
2) Provides a new view of the market. 
Through the multidimensional sense, one can often learn a good deal about the 
structure of the market. 
3) Facilitate product positioning. 
4) Give more creative ideas about the actual life-style pictures of the customers. 
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5) Help develop sounder overall marketing and media strategies. 
With more insights about their customers, firms can become familiarized with the 
market and design an appropriate strategy to deal with it. 
However, Robert & Docker (Bowles 1988) argued that for marketing purchases, 
lifestyle research cannot really be generalized, being specific to particular product fields, 
or even particular brands. They conclude that general attitude and value classification 
are limited relevant in determining marketing strategies, and argue for a segmentation 
which is based upon attitudes not only to particular product fields, but to individual 
brands. It was because they regarded that lifestyle and attitude did not necessarily relate 
to the general consumption of certain products or brands. On the contrary, Bowles � 
I, 
(1988) favours the conclusion of Plummer (1974) and appreciates the contribution of 
lifestyle segmentation through case studies on cosmetic usage and attitudinal 
segmentation on high income spender group of females. 
D. Fashion Research 
Fashion can broadly be defined as "the current mode of consumption behaviour, 
or in other words the style or styles being worn at the time in question by consumers of 
clothing" (Midgley & Wills 1979, p. 131). Over the past few years, a growing amount of 
research has focused on customer fashion behaviour, though, as Gutman & Mills and 
others have pointed out "very little work has been directed toward applying 
contemporary fashion concepts to fashion retailing" (Gutman & Mills 1982, p. 64). 
� 
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Several approaches were taken in this early work. Historically, much of 
contemporary fashion theory (Sproles 1981), for example, has focused on the 
characteristics of fashion innovators, opinion leaders, and innovative communicators as 
vital links and key targets for retail sales and fashion promotional efforts. Thus, some 
studies (Evans 1989; Summers 1970) have been aimed at defining, isolating, and 
understanding these specific market segments as they relate to fashion-purchase 
behaviour. Another avenue of investigation has explored the link between retail store 
image (Mills 1985; Blackwell & Talarzyk 1983), self-perception (Evans 1989), and store 
patronage (Reynolds & Darden 1972). 
However, the most promising investigation in the retail fashion area lies on the 
vehicle of life style research application (Gutman & Mills 1982). As Gutman & Mills , 
•i, 
have pointed out: "this methodological thrust offers the potential for providing crucial 
new input for the retailer in terms of identifying and profiling fashion market segments, 
in selecting product lines and merchandising approach, and in designing and targeting 
the entire retail presentation to specific market segments." (Gutman & Mills 1982, p. 
65). 
While the results of previous retail lifestyle research have been interesting and 
quite promising, several problems and conceptual difficulties have limited the 
effectiveness and managerial implementation of these efforts. The major difficulties 
include definitional problems and lack of replicability. Besides, most of the previous 
lifestyle concepts have often involved general living patterns that are not usually closely 
related to specific retail buying situations. Also, lack of an underlying conceptual or 
% 
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theoretical framework to guide the investigation has hampered many studies (Wind & 
Green 1974). 
The most influential research (Gutman & Mills 1982) rests on an effective 
integration of fashion segmentation processes with previous approaches toward 
understanding the fashion purchase/acquisition process, and the farther explication of 
the relationship between fashion segments and self-perception (self-control), shopping 
orientation and behaviour, generalized fashion orientation, store patronage, and 
traditional demographic classifications. The result revealed that self-concept is 
meaningfully related to fashion orientation. Demographic differences were, however, 
relatively unimportant as a segmentation tool. Clear and significant differences between 
fashion segments were revealed with respect to the store at which they reported shopping , 
•i. 
most often. 
With reference to the Hong Kong situation, no prior consumer fashion behavioral 
research has been performed. With increasing consumerism and purchasing ability of 
the customers (Lai, P. M., 1990), retailers have to be familiar with customers so as to 
market their products and develop an integrated marketing program encompassing a 
wide range of marketing elements to create a market position (King & Ring 1980). 
Faced with the heterogeneous fashion market of Hong Kong, and with imports of female 
outergarments totalling HK$426.4 million between January and September 1989, a better 
understanding of the market characteristics is sure to pave the way to future success in 
satisfying the consumers. 
� 
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TV. BACKGROUND INFORMATION ON 
HONG KONG 
A. Demographics of Hong Kong females 
1) Age structure 
The total female population increased 10% over the period 1981 - 1986. The rate 
of increase, however, varied considerably from one age group to another. With the new 
concept of family life, delayed marriage of female, and the improvement in birth control,‘ 
•i, 
the percentage of female children decreased from 12% to 11% over the same period. 
The significant increase for females aged 25 - 39 was solely due to net migration. The 
percentage of target females (aged 15 - 54) increased from 28.11% to 29% of the total 
population from 1981 - 1986. 
2) Marital status 
The trends for females over the last 10 years have been a noticeable increase in 
the proportion of never marrieds and a decrease in the proportion of marrieds. The 
increase can be explained partly by the large inflow from China during the years 1978 _ 
1980, of immigrants who were predominately young and unmarried, and partly by a 
continuing tendency towards delayed marriage. Delayed marriage can be explained by 
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the increase in the independence of females, which has resulted from engaging in work 
and becoming economically self-sustainable. 
3) Education 
The percentage of females with secondary level education or above has increased 
from 26% to 51% of the total female population from 1976 - 1986. Females aged 15 and 
over having technical or tertiary education increased by about 250% from 1976 - 1986. 
The up-rocket rising was partly due to the compulsory 9-year free education and partly 
due to the rectification of the old Chinese belief that ‘Woman without knowledge is 
nothing but a merit，. 
4) Working population 
Overall, working females increased from 30.5% to 39.5% within the period of 
1976 to 1986. A significant increase in the 25 - 34 age group was mainly due to the 
Chinese immigrants. On the contrary, a drastic decrease for the 15 - 19 age group was 
mainly due to the increase in students enrolled in education. 
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5) Income 
A significant increase in monthly income was found from 1976 to 1986. With the 
prosperity of the economy, a increase in income level is irrefutably the sharing of the 
progress with the people. Together with the increase in competence (represented by the 
increase in the education level), income differentials between males and females 
diminished across the age categories. 
6) Job categories 
Along with the transition of Hong Kong industry from manufacturing to servicing, 
female workers have also shifted from the production sector to the service and sales-, 
I. 
related jobs. With an increase in educational exposure, the number of females 
participating in administrative and professional related jobs was almost doubled, when 
compared to the 30% increase for males during 1981 to 1986. 
B. Hong Kong's market for apparel 
Measured by the sheer size of the volume of import and export, Hong Kong can 
be considered as one of the leading clothing trading centres in the world, with the total 
amounting to US$14 billion between 1977 and 1978. On a per capita basis, Hong Kong's 
clothing imports ranked as the largest in the world, with the total value figure ranked the 
eighth largest after USA, F.R. Germany, France, Japan, U.K., Netherlands, and USSR. 
However, the massive import total must be viewed against the background of the rising 
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significance of re-exports. Between January and September 1989, re-exports of clothing 
accounted for 85% of clothing imports, compared with 11% in 1988. 
The apparent annual local consumption of apparel and clothing accessories was 
estimated to be HK$15 billion, with retained imports and domestic production each 
accounting for about half of the total. 
The import of clothing from China was valued at HK$27,247 million, of which 
87% 
were significantly re-exported. Italy was a distant second at HK$ 1,137 million 
which comprised around 4% of the total import market. Substantial advances were 
evident in clothing imports from countries like Italy, France, F.R. Germany, USA and 
•b 
Japan, reflecting an expanding demand for quality garments by Hong Kong consumers. • 
»I 
For local consumption, clothing imported were mainly from Italy(24%) and China(19%). 
Imports from Japan(9%) and France(8%) comprised only one-fifth of the local 
consumption market, although their shares were increased tremedously. 
The market for clothing in Hong Kong can be broadly divided into three sectors, 
namely (1) high fashion sector, mainly serviced by imports, particularly from European 
suppliers, (2) the trendy and massive youth sector, mainly serviced by domestic producers 
and (3) the more staple and moderate income sector, mainly serviced by imports from 
China. 
The rapid growth in the economy has enhanced the spending power and affluence 
of its population, which thus further raises the awareness of people about fashion. 
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Recently the inroads of the world's major fashion houses into Hong Kong, e.g., Chanel, 
Hermes, Gucci, etc., reveals the evidence of people's change in taste and the concern 
about fashion. 
Albeit moderate, the climatic differences of the four seasons in Hong Kong 
influence garment wearing and purchasing habits of the consumers. Sensitivity to the 
subtle differences in design, style, colour and taste in Europe and Japan further enhance 
the frequent purchases of fashion. 
C. Lifestyle study in Hong Kong 
Owing to the late development of consumerism in Hong Kong, no special article 
addressing females could be found. However, some general interest articles concerning 
the trends of females in Hong Kong could be found (Keating 1989). In general, with the 
increase in independency and educational exposure of the females, more and more 
marketing firms are now changing their advertising tone to target the females. Some 
merchandisers, who traditionally targeted males exclusively, e.g. car, house, etc., are now 
changing to a more feminine approach so as to attract the females. Some special credit 
cards, e.g. MY CARD of International Bank of Asia, are specially designed for the 
executives. Delayed marriage and the increasing number of divorces further reveal 
emerging feminism. 
% 
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V. RESEARCH METHODOLOGY 
A. Sampling Procedure 
A questionnaire survey of 162 15- to 55-year-old females was conducted in 
February and March 1991. Judgement sampling method was used, based upon the 
following criteria: 
1) belongs to the target group, i.e., 15- to 55-year-old females i 
2) willing to answer the questionnaire. Those who are waiting for somebody 
else are more likely to answer the questionnaire and thus preferences will ' 
I 
be given to them. � 
Samples were chosen in the MTR stations at Mong Kok & Yaumatei of Kowloon, 
and Causeway Bay of Hong Kong Island. Samples in Tsuen Wan of New Territories 
were selected in front of a commercial building. Samples were collected during peak 
hours (17:00 - 20:00) and non-peak hours (14:00 - 16:00) to reduce variances. A 3-page 
self-administrated Chinese version questionnaire was given to the respondents. In all, 
162 questionnaire were given out and 158 were received, with 134 samples which were 
useful. Twenty-four samples were discarded because of item nonresponse. 
s 
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B. Instrument 
The English version questionnaire (Appendix 1) was composed of several sections, 
with the Fashion Orientation and Shopping Orientation sections developed from the 
framework put forth by Yang in 1979 (Gutman & Mills 1982) as well as the research 
performed by Gutman & Mills (198¾. Statements concerning attitudes, interests, 
opinions, and behaviours of consumers were directly related to the acquisition of fashion 
merchandise. A general lifestyle inventory section with statements postulated to be 
relevant to fashion research was developed from various prior researches (Summers 
1970; Wells & Tigert 1971; Plummer 1974; Sproles 1981; Gutman & Mills 1982; Mills 
1985; Evans 1989) and in-depth interviews with Miss Olivia Hui of Colortech & Design 
*
 1 
International, and Dr. Wong, Fashion Department of Hong Kong Polytechnic. 
Seventy-nine items were then chosen for study and respondents were asked to 
answer the statements with a 5-point likert scale. A Chinese version of the questionnaire 
(Appendix 2) was developed through cross-translation, i.e., translated the English version 
to Chinese and then translated the Chinese version back to English again. Mistranslation 
was avoided by self-administrated pretesting on 3 samples. They all gave the same 
answers for the Chinese and English versions of the questionnaire. Then a second pre-
test on 12 samples was performed to receive comments about the clarity of the 
statements of the Chinese version questionnaire. The final Chinese version 
questionnaire was then used for the large scale study. All data obtained were factor 
analyzed using Varimax with rotation of SPSS-X. The resulting factors were then 
directed to complete linkage cluster analysis of SPSS-X (Lastovicka, Murry & 
4 
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.Joachims thaler 1987, 1990). ANOVA tests were then performed to evaluate the 
significance of factors and demographics across clusters. 
C. Measures 
A total of 79 statements were incorporated in the questionnaire. The factors 
which were used in various sections are described below: 
1) Fashion Orientation 
Four factors were identified (Gutman & Mills 1982) and measured with 15 ' 
statements. They are: 
a) Fashion leadership 
b) Fashion interest 
c) Importance of being well-dressed 
d) Antifashion attitude 
A 
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2) Shopping Orientation 
Six factors were identified and measured with 18 statements (Gutman & Mills 
1982). They are: 
a) Shopping enjoyment 






3) General lifestyle inventory 
Sixteen factors were identified and measured with 46 statements (Summers 1970; 
Wells & Tigert 1971; Plummer 1974; Sproles 1981; Gutman & Mills 1982; Mills 1985; 
Evans 1989; Hui 1990; Wong 1990). They are: 
a) Homeboy 
b) Sports spectator 
c) Arts enthusiast 
d) Community minded 
e) Housekeeper 
f) Achievement 




j) Self-designated opinion leader 
k) New brand trier 
1) Standout 
m) Credit user 
n) Hobby 
o) Future 
p) Satisfied with finance 
Although all these factors were previously identified by western researchers � 
I. 
(Summers 1970; Wells & Tigert 1971; Plummer 1974; Wells & Tigert 1971; Bearden & 
Teel 1978; Sproles 1981; Gutman & Mills 1982; Blackwell & Talarzyk 1983; Mills 1985; 
Evans 1989; Minnee & de Boer 1990), none of these researches involved an integrative 
explication of the relationship between lifestyle, self-concept, demographics, shopping 
orientation, and overall fashion sense related to fashion shopping behaviour. The classic 
research by Gutman & Mills (1982)，although it had an integrated perspective of the 
above dimensions, only focused on limited self-image factors. Moreover, a general 
lifestyle inventory was not addressed. 
Besides, cultural differences between Asian and western consumers may pose 
another problem of replicability on the factors identified. Given the lack of similar 
research in Hong Kong and the cultural problem stated above, all the statements were 
4 
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directed to factor analysis to see whether or not they complied with western research 
findings. 
4) Demographics 
Age, education, occupation, and marital status were measured with nominal scales. 
Personal monthly income, however, was measured with an interval scale. Family size was 
measured using an open-ended question. 
I 
-9 I 
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V L RESTTTTS 
A. Factor analysis 
The complete set of data collected was used for factor analysis using maximum 
likelihood extraction of varimax with rotation. Twenty-eight factors were identified. 
However, those factors with eigenvalues smaller than unity will be so unstable that they 
must be discarded prior to cluster analysis. Thus, by using the scree plot (Figure 1), 10 
orthogonal factors were finally defined, i.e., no correlation among factors exists. 
All the statements were then grouped under these 10 factors (Table 1) anc)i 
X • 
statements with factor loadings greater than +0.3 or less than -0.3 were classified into 
distinct factors. Those statements with double factor loadings greater than +0.3 or less 
than -0.3 were discarded. The following are the factors identified: 
Factor I: Fashion Leadership 
M i 
•I；； 
It is important for me to be a fashion leader. 
I am aware of fashion trends and want to be one of the first to try them. 
I am confident in my ability to recognize fashion trends 
Clothes are one of the most important ways I have of expressing my individuality. 
I am the first to try new fashion; therefore, may people regard me as beiiig a fashion 
leader. 
� 
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I always buy at least one outfit of the latest fashion. 
Fashion in clothing is just a way to get more money from the consumer.(-) 
I sometimes influence what my friends buy. 
I enjoy reading international women's magazines 
e.g., Cosmopolitan. Elegance, etc. 
Factor II: Shopping Enjoyment 
/ 
I go shopping often. 
I don't like to go shopping.(-) 
I often go shopping to get ideas even though I have no intention to buy. 
I like to eo to 
stores to see what is new in clothing. • 
‘I 
I am a homeboy. (-) f 
I feel free to use my income. 
Factor III: Relations 
I feel uncomfortable in social groups. 
I like to keep in the background. 
I find it difficult to get along with strangers. 
I think more people are boring. 
I like to make decisions.(-) 
I do not like to take responsibility. 
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Factor IV: Fashion interest 
In this period of rising prices, spending excessive amounts of money on clothing is 
ridiculous.(-) 
I find more of my clothes and accessories in offbeat shops than in traditional department 
and specialty shops. 
I prefer traditional styling in my clothing.(-) 
I like my clothes to be practical.(-) 
I shop for coordinated outfits.(-) 
I never read fashion magazines or pay attention to fashion trends.(-) 
Factor V: Challenge seeking , 
.• I 
I thoroughly enjoy conversations about sports. 
It is a must to win in a discussion. 
I like to try new and different things. 
I feel challenged by new attempts. 
To buy anything, other than a house or a car, on credit is unwise. 
I would like to spend a year in London or Paris. 
I always plan for 2-3 years later. 
I would like to pay by myself for what I bought. 
� 
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Factor VI: Anti-fashion attitude 
I avoid high-fashion clothing because it goes out of style too quickly. 
I resent being told what to wear by so-called fashion experts. 
I think I have a lot of personal ability. 
I buy many things with a credit card. 
I would like to take a trip around the world.(-) 
My income is high enough to satisfy nearly all of my important desires. 
Factor VII: Community minded 
I like to work on community projects. • 
•r i 
I would like to join a social service organization. ‘ 
I am an active member of more than one social club. 
Factor VIII: Attention seeking 
If you want to get ahead； you have to dress in a special way. 
I like to be the centre of attention. 
I enjoy radio listening.(-) 
I will not get upset easily.(-) 
I feel I have a more complicated lifestyle than others. 
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Factor IX: Arts anthusiast 
I don't buy clothes that would make me stand out from everyone else. 
I enjoy going to concerts (not in Hunghom Coliseum). 
I like ballet. 
I enjoy going through an art gallery. 
Factor X: Family care 
I plan my shopping trips carefully. 
I try to arrange my home for my family's convenience. 
I enjoy most forms of housework. , 
•‘ I 
I have to reserve a major portion of my income for my family. * 
4 
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B. Cluster analysis 
Samples were then submitted to complete linkage cluster analysis using these ten 
factor scores. Factor scores were calculated by the average of the factor loadings of the 
statements grouped under the same factor (positive or negative in accordance with the 
sign of the factor loading). Four clusters were identified (Table 2): 
Cluster 1: Followers 
Cluster 2: Leaders 
. ‘ 
I 
Cluster 3: Realists ,, 
1 
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v n . DISCUSSION 
From the above results, it is found that those 10 factors generally characterize the 
females into 4 clusters of different fashion purchase behaviour. Demographics among 
these clusters were not significantly different from one another (with the exception of 
marital status and family size). The demographic results of this study coincided with 
these of Gutman & Mills (1982), who found that demographic differences were relatively 
unimportant as a segmentation tool. The only significant result found in demographics 
of Gutman's study was in marital status, which was also revealed in the current study (p 
< 0.002). Based on the above results, the clusters were interpreted as follows: 
I 
11 
A. Cluster I: Followers 
1) Demographics 
This cluster represented 27.6% of the total sample, with the majority (almost 
92%) in the age range of 15 - 34. Over 48% were white collar workers (including sales, 
clerks, and secretaries). Those with monthly incomes between HK$5,001 to HK$ 10,000 
totalled to over 45%. More than 75% were single. Thirty-five percent had 6 family 
members, and family size ranged from 2 to 8 members. 
� 
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2) Lifestyle 
Generally the lifestyle characteristics of this segment were similar to the leader, 
with lower scores in fashion and image related aspects. They enjoyed shopping and were 
involved in community activities. However, they did not want to be the centre of 
attention and disliked responsibility. They were interested in fashion, but avoided being 
the leader. Hence, they would like to follow the fashion and fad of the city. They cared 
least about the family, and disliked arts. 
B. Cluster II: Leaders 
- I 
1) Demographics ,. 
This group accounted for 10.4% of the sample. Half of the cluster were in the 
age range of 25 - 34. Over 70% had secondary level education. Fifty percent were white 
collar workers and 43% had monthly incomes between HK$5,001 and HK$ 10,000. Over 
64% were married and 28.6% had 2 to 6 family members. Family size ranged from 2 
to 9. Average age of this cluster was the highest among the clusters, while income level 
& education level, instead, were the second lowest and the lowest among the clusters, 
respectively. 
� 
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2) Lifestyle 
They were the leaders in fashion. They were interested in shopping and exposing 
themselves. They wanted to be the centre of attention and liked to make decisions. 
They enjoyed community and artistic activities, which might to certain extent upgrade 
their status. They possessed self-confidence and the belief of having personal ability. 
However, they cared less about their family. This might be due to the fact that the 
majority of this segment were working. 
C. Cluster m： Realists 
.“ ' 
I 
1) Demographics ,, 
Over half of the total sample falls into this cluster (50.7%). Members in the age 
range of 15 - 24 amounted to 50%. Meanwhile, 50% had tertiary education. Around 
40% were white collar workers. One-third of them were students. Those with incomes 
under HK$5，000 accounted for 45.6% of this group, and 38.2% were in the range of 
HK$5,001 to HK$10,000. Over 80% were single. Family size ranged from 2 to 9, with 
6 family members being the mode. Average age was the youngest among the clusters. 
However, average education level was the highest. The lowest average income may be 
due to the large number of students included in the cluster. 
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2) Lifestyle 
They were the least interested in fashion and avoided being the leaders. They 
even possessed the greatest anti-fashion attitude. Meanwhile, they did not enjoy 
shopping as well as community activities. Artistic activities also could not arose their 
interest. Instead, family care was their main concern. They disliked being the centre of 
attention. However, they would like to pick up the responsibility for the family. Hence, 
most of their resources were used in the family. 




Only 11.2% were included in this segment. Two-thirds of them were in the age 
range of 25 - 34. Over 93% had educational levels above primary, with secondary and 
tertiary levels equal in number. White collars amounted to 40%, and 26.&% were 
professionals. Those samples with income in the range of HK$5,001 to HK$ 10,000 
accounted for 46.7%. Singles accounted for 53.3%. Around 35% had 2 family members, 
with family size ranging from 2 to 7. Average income level of this cluster was the highest 
among all the clusters. 
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2. Lifestyle 
They disliked shopping and being fashion leaders. However, they did care about 
their appearance and thus showed interest in fashion. Their anti-fashion attitude was the 
lowest among all segments. They did not like to be the centre of attention, but would 
like to behave in their own way and be responsible for their actions. Family care and 
community concerns were minimal. Artistic activities were not their interest as well. 
They did not care what outsiders thought or said about them. Instead, they emphasized 
doing their own way. 
4 
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V I I I . C O N C L U S I O N S A N D 
RECOMMENDATIONS 
A. Conclusion 
The cluster analysis results support the hypothesis that female shoppers will 
purchase their clothes based upon their different personal attitudinal, demographic, and 
psychographic factors, and can be categorized into 4 distinctive segments using the above 
factors. 
B. Recommendation 
This study can provide implications for marketers to develop or fine-tune their' 
market penetration strategies to satisfy the distinct needs of the four segments in terms 
of target segment selection and promotion strategy. 
1) Leaders: Because of their fashion interest and taste, they should be targeted 
for the most up-dated and designer labeled clothing. Price is not their 
major concern. Since the majority of them are working females and 
interested in community activities to maintain their status, a mature and 
professional image should be created for their clothing. Heavy advertising 
should be avoided. Promotion can be achieved through fashion magazines. 
An image of leasure and artistic interest should also be created to be 
consistent with their unique lifestyle characteristics. 
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2) Uninvolved: For those new designs and unique clothing, this segment should be 
selected instead. Medium to high price merchandise is appropriate for this 
segment. As they possess the belief of "behaving in their own way", an 
image of self-expression of mystery and uniqueness should be established. 
Because they dislike being the centre of attention, special promotion 
should be used selectively. Some special media, e.g. specialty magazines 
and direct mail, may be employed. Heavy advertising should also be 
avoided. 
3) Followers: Because of this group's special interest in following fads, 
marketers should heavily advertise their merchandise to create the 
fad. Medium price merchandise is most appropriate for the 
followers. TV and general interest magazines should be used for 
promotion. 
4) Realists: Because they are not interested in fashion, low to medium price 
merchandise will be most appropriate for them. As family care is the 
major concern, promotion should be associated with coupons and souvenirs 
of other family care products or future purchases. Advertising through the 
general interest magazines seems most appropriate for this segment. 
4 
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IX. LIMITATION 
Owing to the limited human resources and the lengthy questionnaire, only 134 
usable samples were obtained. Among the respondents, almost 90% were in the age 
range of 15 to 34. Only 3 samples belonged to the 45 - 55 age group. Meanwhile, only 
8% (11) had monthly incomes over HK$20,000. These may limit the representativeness 
of the survey. The reasons for their small shares include limited access to the high 
income earners, and the unwillingness of the aged to answer the questionnaire. Besides, 
all the 10 factors together only explained for 35.6% of the total variance. The 
unsatisfactory result may be due to the small sample size relative to the number of items 
included for study. In the usual practice of psychological research, 10 samples will be 
used for each item. The large number of items included in the study may also contribute 
to the variance. Cultural differences between Asian and westerners may also account 
for the variance since most of the questions were adopted from western literature 
without prior validity checks in an Asian context. Further study should try to specify and 
restrict the target consumers, e.g., female executives, teenagers, etc., and to specify the 
dress of the customers, e.g., leisure clothes, executive suits, etc.. Besides, additional 
information about the price of clothing purchased and the usual sites of purchase may 
also be sought to increase the external validity of the study. 
\ 
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X. APPENDICES 
A. Appendix 1: English Version Questionnaire 
B. Appendix 2: Chinese Version Questionnaire 




ENGLISH VERSION QUESTIONNAIRE 
$ » 
i • • I 
» 
44 
I am an MBA student at the Chinese University of Hong Kong 
and am currently proceeding with a survey on the consumer 
behaviour of females in fashion purchases. I would be grateful 
to have your opinion for my reference and assist me to go ahead 
with the survey. Please fill in the questionnaire. Thank you 
for your " cooperation. 
Please rate the following statements with a 5-point scale, 




Ql. t go shopping often. 
3 
Neutral 
Q2. I don't like to go shopping. 
4 
Disagree 
Q3. ~ . often go shopping to get ideas even 
though I have no intention to buy. 
Q4. I like to go to stores to see what 




Q5. I buy less clothing because of rising prices. 
Q6. I make purchases onlY 'when there is a need, 
not on impulse. 
Q7. In this period of r1s1ng prices, spending 
excessive amounts of money on clothing 
is ridiculous. 
Q8. I find more of my 'clothes and accessories in 
offbeat shops than in traditional department 
and specialty shops. 
Q9. I don't buy clothes that would make me stand 
out from everyone else. 
Ql0. I prefer traditional styling in my clothing. 
Qll. I like my clothes to be practical. 
Q12. I avoid high-fashion clothing because it goes 
out of style too quickly. 
Q13. I plan my shopping trips carefully. 
Q14. I plan my wardrobe carefully. 
Q15. I shop for coordinated outfits. 
Q16. My apparel selections are strongly 
influenced by clothing worn by people I admire. 
.I. 
Q17. I buy new fashion looks only when they are 
well accepted. 
Q18. I am confident of my own good taste in clothing. ____ __ 
Q19. It is important for me to be a fashion leader. ________ __ 
Q20. I am aware of fashion trends and 
want to be one of the first to try them. 
Q21. I am confident in my ability to recognize 
" fashion trends. 
Q22. Clothes are one of the most important ways I 
have of expressing my individuality. 
Q23. I am the first to try new fashion; therefore, 
many people regard me as being a fashion leader. 
Q24 • . Because of my active lifestyle, 
I need a "wide variety of clothes. 
Q25. I always buy at least one outfit of the 
latest fashion. 
Q26. I " never read fashion magazines 
or pay attention to fashion trends. 
Q27. I spend a lot of money on clothes 
and accessories. 
Q28. It's important to be well-dressed. 
Q29. If you want to get ahead, 
you have to dress in a special way. 
Q30. Wearing good clothes is part of leading the 
good life. 
Q31. I resent being told what to wear by so-called 
fashion experts. 
Q32. Fashion in clothing is just a way to get more 
money from the consumer. 
Q33. I would rather spend a quiet evening at home 
than go out to a party. 
Q34. I like parties where there is lots of music 
and talk. 
Q35. I would rather go to a sporting event than 
a dance. 
Q36. I thoroughly enjoy conversations about sports. ________ _ 
45 
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Q37. I enjoy going to concerts. 
(not in Hunghom Coliseum) 
Q38. I like ballet. 
Q39. I enjoy going through an art gallery. 
Q40. I am a homebody. 
Q41. I like to work on community projects. 
Q42. I would like to join a social service 
organization. 
Q43. I am an active member of more than one 
social club . 
. Q44. I feel it is important to have activities 
outside the home. 
Q45. I try to arrange my home for my 
family's convenience. 
Q46. I enjoy most forms of housework. 
Q47. I think I have more self-confidence 
than most people. 
Q48. I think I have a lot of personal ability. 
Q49. I sometimes influence what my friends buy. 
Q50. People come to me more often than I go to 
them for information about brands. 
Q51. I like to be the centre of attention. 
Q52. It is a must to win in a discussion. 
Q53. I like to try new and different things. 
Q54. I feel challenged by new attempts. 
Q55. I feel uncomfortable in social groups. ' 
Q56. I like to keep in the background. 
Q57. I buy many things with a credit card 
or a change card~ 
Q58. To buy anything, other than a house or a car, 
on credit is unwise. 
Q59. I enjoy reading international women's magazines, 
e.g., cosmopolitan, Elegance, etc. 
46 
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Q60. I enjoy reading local general 
interest magazines. 
Q61. I enjoy reading news magazines, 
'e.g., Time, Newsweek, etc. 
Q62. I enjoy watching television. 
Q63. I enjoy radio listening. 
Q64. I enjoy book reading. 
Q65. I would like to spend a year in 
London or Paris. 
Q66. I would like to take a trip around the world. ________ __ 
Q67. I always plan for 2 - 3 years later. 
Q68. _ My income is high enough to satisfy nearly -.'-' 
all of our important desires. 
Q69. I would like to pay by myself for 
what I bought. 
Q70. I feel free to use my income. 
Q71. I have to reserve a major portion of 
my income for my family. 
Q72. I find it difficult to get along 
. with strangers. 
Q73. I think most people are boring. 
Q74. I will not get upset easily. 
Q75. I think I am friendly and pleasant. 
Q76. I like to make decisions. 
Q77. I do not like to take responsibility. 
Q78. I feel it is easy to get what I want. 
Q79. I feel I have a more complicated lifestyle 
than others. 
Personal information: 
Age: 15 - 24 
25 - 34 
35 - 44 
45 - 55 
47 
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Income (monthly): Below HK$5,OOO 
HK$5,OOl - HK$lO,OOO 
HK$lO.OOl - HK$15,OOO 
HK$15,OOl ~ HK$20,OOO 
Over HK$20,OOl 
Marital status: Single 
Married 
Family size: 




ClllNESE VERSION QUESTIONNAIRE 
/ I 






1 2 3 4 5 

































若要有舒適的生活，穿上好的衣服是其中一個要萦。 _ 1 • 
我對那些時装琛家的指導很皮感。 








我喜歡留在家中。 ~ — 
我喜歡參與公共寨務。 











我喜歡賞試新的及不同的東西。 • ‘ 
我對新嘗試感到有挑硪性。 



























年 齡 ： 1 5 -
2 5 - 3 4 Z Z Z 
3 5 - 4 4 广 
4 5 - 5 5 i m 
教育程度：小學或以下 
中學 





• 專 業 人 員 
家庭主婦 • -
個人每月收入：HK$ 5 , 0 0 0以下 
HK$ 5,001-HK$10,000 
HK$10,001-HK$15,000 ^ ^ 
HK$15,001-HK$20,000 
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TABLE 2; 
C l u s t e r 
1 ( 3 7 ) 1 1 ( 1 4 ) 1 1 1 ( 6 8 ) I V ( 1 5 ) S i g n i f i c a n c e o f f 
F I ： 3 . 4 7 3 . 5 1 3 . 1 4 3 . 4 4 . 0 0 0 * 
F I I ： 1 . 1 6 1 . 1 5 0 . 7 7 0 . 7 1 . 0 0 6 * 
F i l l ： 2 . 0 0 2 . 2 4 2 . 3 2 2 . 7 4 . 0 0 0 * 
F I V ： - 1 . 2 1 - 1 . 5 5 - 1 . 6 7 - 1 . 3 1 . 0 0 0 * 
FV： 2 . 9 2 3 . 0 3 2 . 8 2 2 . 8 8 , 4 9 2 
F V I ： 2 . 0 8 1 . 9 8 2 . 2 3 1 , 4 8 . 0 0 0 * 
F V I I : 4 . 0 3 4 . 1 0 3 . 2 3 3 . 1 1 . 0 0 0 * 
F V I I I : 0 . 8 8 1 . 3 1 0 . 6 3 0 . 7 6 . 0 0 1 * 
F I X : 2 . 2 7 3 . 9 5 2 . 9 0 2 . 6 0 . 0 0 0 * 
FX： 2 . 5 6 2 . 7 0 3 . 3 1 2 . 8 0 . 0 0 0 * 
* : p < 0 . 0 1 a n d t h u s t h e r e s u l t w a s s i g n i f i c a n t 
4 
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TABLE 3: DEMOGRAPHIC RESULT 
C L U S T E R 
I I I I I I I V 
1 1 = 3 7 , 2 7 . 6 % n = 1 4 , 1 0 . 4 % n = 6 8 , 5 0 . 7 % n = 1 5 , 1 1 . 2 % 
A G E : 
1 5 一 2 4 4 0 . 5 % 2 1 . 4 % 50% 2 6 . 7 % 
2 5 一 3 4 5 1 . 4 % 5 7 . 1 % 3 9 . 7 % 6 6 . 7 % 
3 5 一 4 4 8 . 1 % 1 4 . 3 % 8 . 8 % 
4 5 一 5 5 7 . 1 % 1 . 5 % 6 . 7 % 
E D U C A T I O N LEVEL： 
> P R I M A R Y 2 . 7 % 7 . 1 % 1 . 5 % . , 6 . 7 % 
SECONDARY 4 8 . 6 % 7 1 . 4 % 4 8 . 5 % 4 6 . 7 % 
T E R T I A R Y 4 8 . 6 % 2 1 . 4 % 50% 4 6 . 6 % 
O C C U P A T I O N : 
S T U D E N T 2 4 . 3 % 1 4 . 3 % 3 3 . 8 % 20% 
B L U COLLAR 2 . 7 % 4 . 4 % 
WHT COLLAR 4 3 . 2 % 50% 3 9 . 7 % 40% 
MGR. S T A F F 2 . 7 % 7 . 1 % 7 . 4 % 6 . 7 % 
P R O F . 2 4 . 3 % 2 1 . 4 % 1 1 . 8 % 2 6 . 7 % 
H O U S E W I F E 2 . 7 % 7 . 1 % 2 . 9 % 6 . 7 % 
MONTHLY I N C O M E : 
< H K $ 5 0 0 0 3 2 . 4 % 3 5 . 7 % 4 5 . 6 % 2 6 . 7 % 
5 0 0 1 — 1 0 0 0 0 4 5 . 9 % 4 2 . 9 % 3 8 . 2 % 4 6 . 7 % 
1 0 0 0 1 — 1 5 0 0 0 1 3 . 5 % 7 . 1 % 1 1 . 8 % 6 . 7 % 
1 5 0 0 1 — 2 0 0 0 0 2 . 7 % 1 4 . 3 % 1 . 5 % 1 3 . 3 % 
> 2 0 0 0 0 5 . 4 % 2 . 9 % 6 . 7 % 
M A R I T A L S T A T U S : p < 0 . 0 0 2 
S I N G L E 7 5 . 7 % 3 5 . 7 % 8 0 . 9 % 5 3 . 3 % 
MARRIED 2 4 . 3 % 6 4 . 3 % 1 9 . 1 % 4 6 . 7 % 
F A M I L Y S I Z E ： p < 0 . 0 1 
2 8 . 1 % 2 8 . 6 % 5 . 9 % 40% 
3 2 1 . 6 % 7 . 1 % 1 1 . 8 % 1 3 . 3 % 
4 8 . 1 % 1 4 . 3 % 1 1 . 8 % 6 . 7 % 
5 1 8 . 9 % 1 4 . 3 % 2 0 . 6 % 20% 
6 3 5 . 1 % 2 8 . 6 % 2 6 . 5 % 1 3 . 3 % 
7 5 . 4 % 1 7 . 6 % 6 . 7 % 
8 2 . 7 % 2 . 9 % 
9 7 . 1 % 2 . 9 % 
s 
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